Doing Well by Doing Good:
































































































1. Does	doing	good	for	society	help	improve	profits	and	share-prices	in	the	long	run?	2. How	is	the	impact	of	the	CSR	investment	measured?	3. Can	you	measure	the	intrinsic	qualities	of	doing	good?		
0.3	Assumptions	and	biases		I	came	into	this	project	with	the	assumption	that	people	naturally	care	about	their	communities	and	that	consumers	would	reward	companies	who	are	generous	and	active	in	their	local	communities	with	long-term	customer	loyalty.	Because	of	my	own	personal	biases,	I	also	assumed	that	customers	and	employees	care	deeply	about	how	companies	do	business,	treat	their	employees,	source	their	products	and	treat	the	environment.	I	needed	to	learn	whether	companies	and	their	employees	did	indeed	care,	or	was	it	me	projecting	my	own	bias	on	the	topic.			
0.4	Overview	of	the	problem	space		Economist	Yanis	Varoufakis	argues	that	after	the	economic	downturn	in	2007,	the	continued	rapid	growth	of	the	global	economy	(or	globalization)	can	no	longer	be	seen	as	a	sustainable	financial	model	for	the	world	economy	(Varoufakis,	2018). This	is	compounded	by	the	fact	that	globalization	has	also	come	to	represent	dubious	labour	practices,	ultra-low	prices	and	disposable	consumer	goods.	As	a	result,	we	are	now	seeing	the	growing	power	and	influence	of	the	end	customer	(Mainwaring,	2011).	In	return	for	loyalty,	the	customer	expects	that	a	brand	be	responsible	for	all	aspects	of	its	supply	chain	--	from	the	people	it	employs	to	how	the	products	and	services	it	sells	are	created.	It	is	clear	that	some	companies	are	embracing	this	new	way	of	conducting	business	more	readily	than	others. 	Additionally	it	is	clear	that	“Profit	with	Purpose”	is	becoming	more	widely	practiced	(Hanna,	2016)	especially	in	companies	mentioned	in	Firms	of	Endearment	(Sisoda	&	Wolf,	2003) in which the authors discuss how	world-class	companies	profit	from	purpose.	Companies	like	Starbucks,	Salesforce	and	Patagonia	are	leading	the	way	in	doing	business	by	using	profit	with	purpose	as	their	touchstone.	Times	have	changed	from	when	companies	could	simply	make	a	charitable	donation	to	help	defer	taxes	and	mitigate	corporate	misdeeds.	Strategic	CSR	is	increasingly	an	integral	part	of	doing	business	that	not	only	helps	end	recipients	but	also	plays	a	growing	part	in	a	company’s	success	(Bhattacharya,	Sen	2004).	Developing	a	theory	of	change	can	help	firms	be	strategic	in	how	a	company	is	able	to	bring	about	change	and	to	measure	the	impact	(Brest,	2010).		With	the	current	growing	shift	in	population	demographics,	millennials	are	doing	better	financially	than	the	baby-boomers	did	at	their	age,	and	this	has	given	them	unprecedented	purchase	power	(The	Economist,	2017).	Additionally,	the	demand	for	brands	to	(metaphorically)	have	a	social	conscience	continues	to	translate	into	a	
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because	it	is	known	to	cause	cancer	or	oil	because	of	the	negative	impacts	from	production	to	consumption	to	illustrate	their	points.			When	a	firm	examines	each	step	of	its	value	chain,	it	can	try	to	understand	the	consequences	of	its	actions	and	then	strategically	choose	which	social	issues	to	address	(Cai,	Jo,	Pan,	2012	p470).	Companies	from	questionable	industries	like	oil	(Shell	and	BP)	have	had	success	with	these	types	of	efforts	by	investing	heavily	in	environmental	and	social	causes.	These	efforts	have	been	accepted	as	authentic	to	the	public,	so	the	CSR	investments	have	paid	off.	In	equally	questionable	companies		(Exxon	and	Monsanto)	similar	investments	have	not	appeared	authentic,	and	therefore,	the	public	is	suspicious	and	question	the	company’s	underlying	motives	(Yoon,	Gürhan-Canli	&	Schwarz,	2006).	CSR	efforts	by	firms	in	controversial	industries	positively	affect	the	firm’s	success.	As	Cai	et	al	suggest,	on	average,	the	top	management	of	US	firms	in	controversial	industries	manage	their	firms	morally	or	strategically	and	could	be	seen	as	socially	responsible,	although	their	products	might	be	detrimental	to	the	environment,	humans	and/or	society	(Cai,	Jo	&	Pan,	2012).	Some	of	these	firms	are	doing	very	good	things	in	terms	of	internal	management	and	CSR	that	affect	both	their	employees	and	society.	CSR	activities	can	be	used	to	help	companies	improve	their	image	and	at	the	same	time	can	make	a	real	difference	by	contributing	to	worthy	social	causes,	but	the	efforts	can	backfire	if	the	consumer	doubts	the	company’s	motives	(Yoon,	Gürhan-Canli	&	Schwarz,	2006).			It	is	important	to	note	that	the	authors	of	the	articles	that	I	read	do	not	go	so	far	as	to	call	these	efforts	greenwashing.	The	companies	that	they	studied	are	not	being	deceptive	in	what	they	are	doing.	Examples	of	greenwashing	include,	a	major	greenhouse	gas	emitter	that	say	they	are	helping	prevent	global	warming	or	a	chemical	manufacturer	that	makes	a	pesticide	so	lethal	it	has	been	banned	in	many	places,	yet	says	they	are	helping	feed	the	poor	(Laufer,	2003).	Being	“bad”	but	trying	to	help	is	very	different	from	using	CSR	as	a	form	of	deception	and	trying	to	confuse,	front	or	posture.	(Laufer,	2003).		Greenwashing	is	defined	as	the	intersection	of	two	different	firm	behaviours:	poor	environmental	performance	and	positive	communication	about	environmental	performance	(Delmas	&	Burbano,	2011). It happens	when	companies	deliberately	lie	or	mislead	the	public	about	environmental	or	social	efforts.	It	is	an	extreme	cover-up	that	happens	in	many	industries,	whether	they	are	deemed	controversial	or	not.		In	order	to	be	certain	that	companies	are	being	as	socially	responsible	as	they	say	they	are,	third-party	verification	is	recommended	to	ensure	the	integrity	of	the	reporting	(Laufer,	2003). Unchecked	greenwashing	could	erode	the	consumer	market	for	potential	green	practices	and	services	in	the	future,	and	it	could	also	erode	the	potential	of	the	capital	markets	working	towards	socially	responsible	investing	(Delmas	&	Burbano,	
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2011).	Consumer	product	firms	likely	face	greater	levels	of	consumer	pressure	to	appear	to	be	environmentally	friendly	than	service	firms	or	firms	in	non-consumer	products	industries.			When	a	firm	is	honest	about	what	it	is	doing,	the	repercussions	can	work	in	its	favour,	for	example	Patagonia	traces	the	impact	of	its	products	through	each	step	of	the	entire	supply	chain	in	its	Footprint	Chronicles.	Chouinard	says,	“We	put	the	bad	things	up	front	and	admit	our	shortcomings”. In the year after they first did this, sales 




















































































Type	 Name	and	title	 Company	 Date	Expert	Semi-structured	 Phillip	Haid	Co-founder	and	CEO,		 Public	Inc.,		a	profit	with	purpose	advertising	agency	and	B	Corp		
November	2,	2017,	email	follow-up	February	9,	2018			















































































































































































































































































		Figure	20.	Positive	returns	through	opportunities			 3. Unintended	consequences	might	undo	all	the	good	a	company	is	trying	to	achieve.		Without	proper	consideration	of	all	the	lives	your	solution	has	the	potential	to	affect,	you	do	both	the	people	you	are	trying	to	help	and	your	company	a	great	disservice.	Sufficient	research,	consultation	and	follow-up	with	the	communities	you	are	attempting	to	serve	must	take	place	in	order	to	help	understand	how	best	to	help.	It	can	be	great	arrogance	to	assume	how	to	help	a	group	of	people	without	first	laying	proper	groundwork.			This	can	be	seen	in	the	story	shared	by	a	former	member	of	the	non-profit	Engineers	without	Borders.	David	Damberger	was	working	in	Africa	to	help	fix	a	gravity	fed	water	system	commissioned	by	the	Canadian	Government.		81	out	of	113	taps	were	not	working	because	no	one	had	considered	how	to	maintain	the	infrastructure	(parts	were	expensive	and	difficult	to	acquire	and	special	training	was	needed	to	install	the	parts).	Additionally	they	were	told	that,	ten	years	earlier,	and	not	30	feet	away,	the	American	government	had	also	built	a	very	similar	gravity-fed	system	that	had	also	broken	down.	No	one	took	the	time	to	understand	the	actual	long-term	needs	of	the	beneficiaries,	or	took	a	closer	look	at	what	was	happening	on	the	ground	level	(Damberger,	2011).			 4. CSR	investments	may	increase	the	bottom	line	in	unexpected	ways.		CSR	investments	such	as	those	that	Patagonia	makes	are	creative	and	numerous.	For	example	in	2017	they	gave	out	984	grants	to	environmental	groups	including	many	in	Ontario.	Starbucks	is	providing	100M	trees	to	farmers	by	2025.	Canadian	Tire	has	pledged	$50M	over	5	years	to	get	kids	with	disabilities	included	in	Jumpstart’s	
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Appendix	A:	Interview	Questions	for	Phase	1	(CSV	focus)	Asked	in	person	to	Chris	Denys,	Lisa	Ritchie	and	Phillip	Haid		 1. Could	you	please	describe	what	it	is	you	do	within	your	organization?		2. Are	you	aware	of	the	economic	term	“Shared	Value”?		(we	need	to	establish	a	mutual	understanding	of	the	term,	the	meaning	and	business	impact)		-	If	they	know	it	I	will	ask	them	to	outline	their	understanding	of	this	term.	-	If	they	don’t,	I	will	tell	them.		 3. Are	you	aware	of	any	examples	of	shared	value	happening	in	companies	that	you	follow?	Companies	like	Starbucks,	Walmart	or	Nestle?		-If	they	are	aware	I	will	ask	them	to	tell	me	what	they	know	-If	they	are	not	I	will	relay	to	them	the	a	shared	value	story	from	Starbucks.	Conversation	should	flow	from	here.		4. Are	you	aware	of	any	examples	that	have	happened	or	are	happening	in	your	own	workplace	or	situation	you	are	privy	to?		5. Are	you	aware	of	any	examples	where	shared	value	could	have	been	a	viable	solution	but	another	route	was	chosen?			6. Can	you	think	of	any	areas	in	your	current	business	setting	where	shared	value	might	be	integrated?		7. Do	you	think	senior	management	would	embrace	this	sort	of	directive	if	it	meant	an	initial	investment	for	future	gain?			8. Do	you	think	that	shared	value	can	be	a	grassroots	project	coming	from	within	a	business,	or	must	it	come	from	the	top?			9. (for	Phillip	Haid)	What	are	some	of	your	favourite	examples	of	shared	value	that	you	see?	Any	Canadian	examples?		
Appendix	B:	Interview	questions	for	Phase	2	(CSR)	With	Scott	Fraser,	Marco	do	Buono			My	research	topic	is	about	the	power	of	doing	good.	Specifically	I	am	looking	at	companies	that	do	good	and	how	doing	good	impacts	their	business	success.			
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I	am	comparing	CSR	and	Philanthropy	efforts	that	are	performed	separately	from	daily	business	vs.	social	impact	efforts	that	are	integrated	throughout	the	business	strategy	and	see	where	Canadian	Tire's	efforts	are	located.	I	am	not	going	to	be	making	judgments	at	all.	I	am	interested	in	painting	a	picture	of	the	corporate	giving/advocacy	landscape	and	whether	doing	good	helps	companies	to	do	well,	and	how	that	is	measured.		 1. I	am	very	interested	in	hearing	about	the	Jumpstart	model.	How	is	it	different	from	how	other	charities	operate?		2. Please	help	me	understand	how/whether	your	colleagues	are	expected	integrate	this	program	(or	other	philanthropy/sponsorship/CSR	efforts)	throughout	their	lines	of	business.	Is	it	part	of	the	national	strategic	plan	coming	from	Head	Office?		 3. How	do	you	measure	the	success	of	Jumpstart?	What	criteria	do	you	use?			 4. What	is	Jumpstart’s	impact	on	CT’s	bottom	line?	
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